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 This study examined how effective a personal narrative digital story is in terms of 
persuasion through the use of an experiment involving two digital stories.  The human 
communication theory of narrative paradigm and research on the field of digital 
storytelling were used to provide rationale for the study’s hypotheses. The study explored 
how effective and persuasive multimedia digital stories are compared to the script of the 
digital stories. Results of the research were insignificant and did not support the 
hypotheses, as the sample did not find the multimedia digital stories more effective and 
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Chapter 1. Introduction 
Storytelling can be a complex and essential tool of persuasion. In recent years, 
this art form has seen a transformation due to advancements in technology. Technological 
advancements spurred the idea of stories being told digitally. Thus, the field of digital 
storytelling has emerged as a new and innovative way of telling stories.  
Digital storytelling combines narratives with elements of multimedia, or modes, 
to tell numerous types of stories. Digital stories are generally presented in multimedia 
including various video, audio, and onscreen text. Depending on the storyteller, modes 
used in digital storytelling can include: static/interactive text, video, audio/textual 
narration, graphics, music, sound clips, and sound effects. Digital stories can also offer 
interactive multimedia such as polls, games, and websites. An example of a digital story 
is the popular interactive digital story Bear71, a documentary where viewers can track a 
female grizzly bear movements through location tracking, web cams, and an animal role 
play microsite (Revis, 2012; see digital story at http://bear71.nfb.ca/#/bear71). 
Digital storytelling is a wide field commonly used by academics, historians, 
librarians, advertisers, and professional storytellers. More recently, digital storytelling has 
become popular with general Internet users.  As content creators, they use digital 
storytelling to express themselves or share experiences on video sharing sites such as 
YouTube. This type of digital storytelling focuses on personal narratives.  
While the field of digital storytelling has various definitions and types, this study 
will focus on personal narrative digital stories. This branch of digital storytelling is 
unique because the storytellers have “little or no prior experience in multimedia” yet can 




Storytelling, n.d., para. 3). Personal narrative digital stories are factual, as they are based 
on the life experiences of the storyteller. In addition, personal narrative digital stories 
intend to persuade an audience, normally through a subtle call to action.  
For the purposes of this study, personal narrative digital stories will be defined as 
digital stories focused on personal narratives and presented through the use of 
multimodalities of media. Specifically, these digital stories are short multimedia videos, 
between two and five minutes, with the intent to persuade. 
Digital stories attempt to increase the persuasiveness of a story. Whether personal 
narrative digital stories are persuasive or unpersuasive may be directly influenced by the 
multimodal choices the storyteller uses to convey the story. Thus, a digital story uses 
modalities to influence the persuasiveness, or the “human communication that is designed 
to influence others by modifying their beliefs, values, or attitudes,” of the story (Dainton 
& Zelley, 2004, p. 104). Multimodality can be defined as “the use of several semiotic 
modes and their interactions within a socio-cultural domain, which result in a semiotic 
product or event” (Lwin, 2010, pp. 360-361). This idea of semiotics leads modes to be 
looked at as a “socially and culturally shaped resource for making meaning” (Bezemer & 
Kress, 2008, p. 171). Modes include the digital construction used in the story such as text, 
visuals, and audio. The use of multimodalities has a great effect on how the audience 
perceives the content and message of the story, as the multimodal combination acts as an 
encoded message shared with an audience.  
Some of the past research supports the idea that multimodal choices have a 
significant effect on the persuasiveness of a digital story. Hull and Nelson (2005) argued 




kind of representational synergy (Glije, 2010). Their research also noted that different 
modes influence certain types of meaning, and each mode creates types of meaning more 
naturally and easily than others. For example, the researchers noted how the process of 
“braiding,” or combining different modes such as the combination of words and music 
can “create a different system of signification” (Hull & Nelson, 2005, p. 225) “New 
meanings, identities, and roles are made possible” when storytellers are able to use more 
than one mode to convey ideas (Vasudevan, Schultz, & Bateman, 2010, p. 447).  
 While digital storytelling is acknowledged as a successful tool of persuasion, it is 
unknown how much of that success can be attributed to the story’s content versus the 
story’s multimodal choices. For example, in the past, oral storytellers created stories 
based on decisions related to what information should be included to convey a message. 
In this case, content choices would have a direct influence on persuasion. However, the 
digital storyteller cannot merely make decisions on information, but must choose the 
most effective modal format to convey the message. This begs the question whether a 
digital story is indeed affected by the format in which it is created.  
 The purpose of this research is to determine the extent to which the 
persuasiveness of a digital story relies on the effectiveness of multimodal choices, or if a 
digital story follows in the oral storytelling tradition of persuading an audience merely 
with content. The research will explore the effectiveness of digital stories with variation 
in content and format to determine if there is a relationship between persuasion and 






Chapter 2. Literature Review 
Storytelling Meets Technology 
 The history of storytelling began with pictorial cave paintings and other visual 
elements, creating early forms of human communication (Hurlburt & Voas, 2011). As 
language and speech evolved, storytelling became an aural activity transmitted by word 
of mouth. Now the idea of storytelling has come full circle as modern storytelling has 
integrated both visual and aural elements and has reemerged as a multimedia tool in the 
form of digital stories. 
 Digital storytelling construction relies on an interactive multimedia framework. 
This involves the combination of several different modalities such as text, static images, 
video, music, graphics, and variations of audio (Czarnecki, 2009). Modalities can be 
defined as a particular digital media choice the storyteller makes in order to encode 
information to a specific audience. In digital storytelling, the use of multimodalities is 
important as each modal choice influences the audience’s perception of the story. 
 The mode of visuals used in digital storytelling is incredibly effective because 
“the human brain deciphers image elements simultaneously” (Parkinson, n.d., para. 1). 
Research has shown that the human brain processes visuals 60,000 times faster than text 
(Parkinson, n.d.). Robert Horn argued, “Visual language has the potential for increasing 
‘human bandwidth’–the capacity to take in, comprehend, and more efficiently synthesize 
large amounts of new information” (Parkinson, n.d., para. 30). In addition, visual 
messaging allows persuasive themes to become more noticeable to the audience (Gurri, 




 In a case study by GenArts, Inc., participants were shown a video with visual 
effects and a video without visual effects. Visual effects are processes where imagery is 
created outside the normal filming shot to create realistic-looking environments that 
would be too expensive or dangerous to capture onscreen, such as additional graphics, 
special lighting effects, or animation (GenArts, 2001). Over 90% of participants cited the 
visual effects as the reason they preferred the treated video to the untreated video. In 
addition, the visuals decreased the likelihood that a participant would abandon the video 
by 5%.  
 The mode of audio used in digital storytelling is believed by some scholars to be 
more persuasive than visuals (Lalwani, Lwin, & Ling, 2009; Edit Foundry, 2011). One 
way audio is effective is because it allows the storyteller to reach the sense of hearing. 
This is important as a person’s five senses allow us to remember information. In addition, 
the more senses that are engaged, the greater likelihood that the important information 
will be remembered (Edit Foundry, 2011).  
For example, film compositions have shown how influential audio can be to a 
story. In 1975, Steven Spielberg created a blockbuster hit with the movie “Jaws” 
(University of Pennsylvania, 2008). “Jaws” is the story of a killer great white shark, and 
the movie was intended to cause suspense and fear in the audience (University of 
Pennsylvania, 2008). The musical score by composer John Williams was one of the most 
influential factors in creating audience fear and suspense. While it was a simple 





The famous composition signaled the entrance and danger of the shark. Williams 
did not use the music as a “red herring,” but instead only played the notes if the shark 
was actually coming into the scene (University of Pennsylvania, 2008). In this way the 
audience is made to “purposely sense the absence of the shark” allowing for the buildup 
of suspense, making it more terrifying when the shark comes on the scene (University of 
Pennsylvania, 2008, para. 6). Spielberg acknowledged the incredible influence of music 
and said the score was “clearly responsible for half the success of that movie” (University 
of Pennsylvania, 2008, para. 7). 
As noted, multimodalities are an important part of digital storytelling. The 
formatting provided by multimedia allows storytellers to potentially change the 
audience’s perception of a personal narrative. Multimodalities such as video and audio 
have shown to be effective additions to a digital story. The addition of multimodalities to 
storytelling could potentially be explained by the social nature of storytelling and the 
increasing number of individuals who view stories with digital components.  
The Social Nature of Digital Stories 
 Storytelling has long been important to society because of the multitude of 
purposes stories serve. For example, stories allow people to retain and integrate 
information, to understand the forces impacting lives, to solve a problem, and to identify 
patterns and make connections (McLellan, 2006). Personal stories make a bigger impact; 
they make lives meaningful (Bano & Pierce, 2013). These factors contribute to why 
stories are social in nature. However, the main reason stories are always social is because 
the narrator decides what to tell based on guidelines and expectations from the audience 




 These guidelines and expectations from the audience have led storytelling to 
frequently use multimedia and to become increasingly driven by cultural values. Digital 
media has given storytellers the tools to “capture, archive, and retrieve stories with 
greater ease and flexibility than ever before” and made it possible to “present and share 
stories with exceptional power” (McLellan, 2006, p. 73). As such, expectations from the 
audience can be met.  
 This concept of stories needing digital components has become a social norm, as 
shown by the millions of users on YouTube, the high increase in number of blog writers, 
and the fast adoption of social media. This social norm allows individuals and 
organizations to capitalize on these audience expectations in order to bring greater 
awareness to issues and topics. For example, since the early 90s, Joseph Kony, the leader 
of the Lord’s Resistance Army (LRA) in Africa, has led a rebel group that has abducted 
thousands of children to serve as soldiers and sex slaves (BBC News, 2012). This issue 
was relatively unknown or misunderstood by Americans until the premiere of a 
documentary by three American men telling their personal story of a trip to Africa and 
discovering the grim fate of thousands of children who are kidnapped by the LRA 
(Success, 2012).  
This personal digital story, Invisible Children, went viral in 2004 and has 
garnered a viewership of estimated 5 million people (Success, 2012). The film was 
shown at thousands of schools, churches, and events around the country. From these 
events Invisible Children received enough donations to become a 501(c)(3) organization 
in one year (Invisible Children, 2011). From 2006 to 2011, donations increased from 




awareness events that attracted 85,000 participants and generated 25,000 handwritten 
letters to Congress (Invisible Children, 2011). Invisible Children stakeholders also took 
action and lobbied for one year to encourage the LRA Disarmament and Northern 
Uganda Recovery Act to be passed through Congress and signed into law by President 
Obama in 2010. Numerous donors even traveled to LRA-affected areas to provide 
assistance.  
News outlets had covered this issue extensively, yet the impact of news coverage 
might not be as strong as that of the digital story itself. The persuasive digital story was 
what made a difference because it was a personal story and met the social norm of using 
digital media to tell the persuasive story. Unlike the media coverage on the LRA, 
Invisible Children’s call to action influenced audiences on a wide scale and drove 
thousands to donate, share the story, visit affected areas, and become directly involved in 
the cause. This one example shows that modern digital storytelling, with the use of 
multimodalities, can make a difference in accomplishing effective persuasion in a digital 
story.  
Persuasion in Relation to Digital Storytelling 
Persuasion in communication is defined as “human communication that is 
designed to influence others by modifying their beliefs, values, or attitudes” (Dainton & 
Zelley, 2004, p. 104). Digital storytelling meets many of the characteristics that define 
persuasive communication. A digital story involves a sender and receiver, has a shared 
symbol system, and is intended to be persuasive (Frymier & Nadler, 2007). As long as a 
digital story is intended to be persuasive, it is considered as persuasive communication 




the case where an audience sees an advertisement attempting to sell a product (Frymier & 
Nadler, 2007). While each audience member may not choose to actually buy the product, 
the person is aware that the advertisement was attempting to persuade that action. 
One reason persuasion is a characteristic of digital storytelling is because 
persuasion is often used in a person’s everyday life. Technology has allowed media 
messages to be a constant part of a person’s life; meaning attempts at persuasion are a 
consistent part of a person’s day. In today’s society, it is more than common for people to 
be paying at least partial attention to media streams at all times (Rainie, 2012). For 
example, it is estimated that the “average person is exposed to anywhere from 300 to 
3,000 messages per day” because “there are more ways to persuade than ever before” 
(Gass & Seiter, 2013, p. 4).  
Personal storytelling is also becoming a larger part of a person’s everyday life. 
Internet users can share their story easily online to a built in audience on social media. 
About 69% of Internet users use social networking and 59% of users share photos or 
videos with their audience (Rainie, 2013). A growing 46% of these users are content 
creators and 30% share personal creations.  
In addition, Internet users are frequently using storytelling to persuade others. 
This is most commonly seen in customer reviews for businesses. Customers share their 
story of how the product worked on the company’s website or through social media. 
These reviews are normally persuasive to other customers who commonly read reviews 
and trust the advice of the reviewer over the business (Johnson, 2013).  
The human communication theory of narrative paradigm notes the effectiveness 




Zelley, 2004, p. 120). According to the theory, narration is defined as including “the 
symbolic words and actions that people use to assign meaning” (Dainton & Zelley, 2004, 
p. 121). Paradigm is defined as a conceptual framework or model that calls “people to 
view events through a common interpretive lens” (McGrath & Donachie, 2011). The 
theory argues that the most persuasive message is a narrative that convinces the audience 
through its coherence and fidelity, both of which measure the story’s truthfulness and 
humanity (McGrath & Donachie, 2011). 
Coherence is when the story works well; it hangs together, characters are 
consistent, and the story makes sense to the audience (McGrath & Donachie, 2011). To 
achieve coherence, the story focuses on one idea and does not jump back and forth 
between conflicting ideas. Coherence relates to both the content and the multimodal 
format. In terms of format, a digital story can lose coherence by showing conflicting 
images and audio or by using modes that do not clearly represent the content. In terms of 
content, a digital story script must be consistent and make sense to persuade an audience. 
The content is where coherence is formed in regards to the idea and to the characters 
represented. 
Fidelity is when the story “strikes a responsive chord” by creating similarities 
between the values embedded in the story and those that the audience regards as truthful 
and humane (McGrath & Donachie, 2011). The story will apply to the external world and 
provide reason to guide future actions. With fidelity, a story that coincides with the 
audience’s values will be persuasive. Fidelity does relate to a digital story’s content, but 
more so the format of the story. The content can speak to audience values, but the modes 




story to better relate to the external world and can create a more trusting relationship 
between the viewer and the story. Media can also influence fidelity because of the 
stronger reactions to visuals and audio, meaning modes can be used to directly relate to 
audience values. An audience can relate more to a compelling story through a multimodal 
format, “rather than piled up evidence or a tight argument” (McGrath & Donachie, 2011).  
Multimedia has altered how people find coherence and fidelity in stories. Music 
and audio used in stories has been found to increase the story’s efficiency, trigger moods, 
and communicate nonverbally with the audience (Lalwani et al., 2009). Visuals have 
been found to be memorable and forceful, which stirs engagement and concern about the 
story (Joffe, 2008). Viewers form inferences about the story based on the multimedia 
presented (Lalwani et al., 2009). Most importantly, multimedia also enables the story to 
verify its authenticity (Joffe, 2008). These examples relate to coherence and fidelity 
because multimedia is a significant factor in how the audience will gauge the 
trustworthiness and humanity of the story. 
The narrative paradigm seems to imply that the combination of a digital story’s 
content and multimodal choices may be the most persuasive. This theory relates to digital 
storytelling in three ways: 1) the field of digital storytelling notes that all people are 
basically storytellers and that the world is a set of stories under which people constantly 
recreate their lives (McGrath & Donachie, 2011); 2) a digital story uses multimedia and 
narrative to persuade through storytelling; and 3) coherence and fidelity in stories are 
reinforced in multimodalities.  
 A number of studies have noted a similar idea in terms of how much of the 




Maleckar, 2012). Green and Brock (2000) noted that throughout history, stories have 
acted as “a powerful tool to change the beliefs and behavior of the audience,” noting that 
“the power of narratives to change beliefs has never been doubted” (Appel & Maleckar, 
2012, p. 459; Green & Brock, 2000, p. 701). According to narrative persuasion, 
narratives, or what is conveyed in the story, can be highly persuasive as the narrative can 
work effectively on individuals without them being aware of the attempt to change an 
attitude (Thompson & Haddock, 2011). The success of narrative persuasion is based on 
the assumption that “people are motivated to develop beliefs that are consistent with the 
real world” (Appel & Maleckar, 2012, p. 462). A story narrative can be persuasive as it 
often elicits attitude change, especially in cases where the audience feels transported into 
the narrative (Thompson & Haddock, 2011). Green and Brock (2000) referred to this as 
“transportation theory,” meaning the audience is so “absorbed into a story or transported 
into a narrative world,” which may lead the audience to “show effects of the story on 
their real-world beliefs” (p. 701). In addition, the researchers noted that this idea of 
transportation into the narrative is a distinct mental process. The success of narrative 
persuasion has been attributed to this state of transportation, meaning the narrative takes 
the audience on a mental journey into the world of the story (Appel & Maleckar, 2012).  
This mental – and visual – journey is greatly facilitated by visual or aural effects. 
Advancements to multimedia technology are making people see the world differently 
(Gurri et al., 2010). A study showed that “people remember only 10% of what they hear 
and 30% of what they read, but about 80% of what they see and do” (Lester, 2006, p. 
417). This is unsurprising as more content creators are taking advantage of using 




Multimedia has the power to do things the mere content cannot do on its own. Modes 
such as visuals and audio gain attention, are perceived quickly, and are able to 
“communicate and activate emotions effectively” (Brantner et al., 2011, p. 523). Visuals 
have been shown to be more visceral than merely providing text (Gurri et al., 2010). 
Multimedia also evokes emotional and attitudinal effects and influences public opinion 
formation (Brantner et al., 2011). Lastly, “persuasive themes come alive through visual 
content,” meaning the format can affect the persuasive nature of a digital story and 
influence how an audience interprets the content of a digital story (Gurri et al., 2010, p. 
104). 
The Missing Piece 
As digital storytelling is a relatively new field, the majority of research covering 
the topic concerns how people are using this new type of storytelling. While the majority 
of media scholars note digital storytelling’s persuasive influence, there is little research 
specific to the relationship between personal digital storytelling and persuasion. Lastly, 
single modes have been identified as effective and persuasive in research studies. 
However, little to no research has identified how effective multimodalities are to a story 
and if they have a stronger influence than the content of the story.  
Due to these gaps in research, identifying the persuasive nature of a digital story 
will help explain the effectiveness of storytelling. In addition, exploring which side of 
digital storytelling–the content or the multimodalities–is more persuasive will allow for 
speculation on whether the creation of stories with technology is indeed significant.  
For the purposes of this study, digital storytelling can be simply defined as 




of media. To be specific, a personal narrative digital story is a short multimedia video, 
between two and five minutes, that is based on a storyteller’s experience and intends to 
have a persuasive effect.  
Content can be defined as the subjects or topics covered in a digital story. Content 
is the purpose and narrative of a digital story; it is the script that includes factual 
information and/or emotional persuasion. Multimodalities can be defined as “the use of 
several semiotic modes and their interactions within a socio-cultural domain, which result 
in a semiotic product or event” (Lwin, 2010, pp. 360-361). For this study, multimodalities 
will include text, visuals, and audio. More specifically, modes used in digital storytelling 
include: static/interactive text, video, audio/textual narration, graphics, music, sound 
clips, and sound effects. Persuasion in communication is defined as “human 
communication that is designed to influence others by modifying their beliefs, values, or 
attitudes” (Dainton & Zelley, 2004, p. 104).  
Hypotheses 
Using these definitions, the study will explore the following hypotheses: 
H1: A personal narrative digital story presented in multimedia format is more 
likely to promote story coherence and fidelity than the same story presented 
without a multimedia format.  
H2: A personal narrative digital story presented in multimedia format is more 
likely to persuade an individual to believe that the story’s main issue is more 






Chapter 3. Method 
 This research examined how effective a personal narrative digital story is in terms 
of persuasion. An experiment was used to test the hypotheses. The experiment was a 2 
(multimodal format, no multimodal format) x 2 (story 1, story 2) design; thus, it involved 
four conditions and the subjects were randomly selected for each condition. After being 
exposed to the experimental conditions, subjects took an online questionnaire using the 
Internet survey tool of Kwik Surveys. 
Stimuli 
 The experiment included four conditions and used the topic of family and cultural 
values for each condition. Condition 1 was the transcribed script of the first digital story 
without multimedia presentation. Condition 2 was the first digital story with multimedia 
presentation. Condition 3 was the transcribed script of the second digital story without 
multimedia presentation. Condition 4 was the second digital story with multimedia 
presentation. Using multiple messages in media effects research is encouraged (e.g., 
Jackson & Jacobs, 1983) and the researcher wanted to ensure that the results of the story 
were replicated across different messages. The researcher also selected two digital stories 
that are non-controversial and unfamiliar topics because such stories reduce the influence 
of personal bias toward the stories. Social judgment theory notes that the less personal 
investment a person has with an issue, the less likely the person is to bring personal bias 
to the message (Sherif & Hovland, 1961).  
The first digital story used was “Take.” The story is about a young ethnographer 
from Colorado and her visit to her pen pal in Tanzania. The digital story is 3 minutes and 




American values) to the cultural values of the family in northern Tanzania. The 
persuasive intention of this story is to explore and embrace cultural differences. The story 
uses the modes of video, audio in the form of music and a narrator speaking, and text. 
The video can be viewed at 
https://www.youtube.com/watch?v=zA7ae3ZMt38&list=PL23F0D062514DE6E5. 
The second digital story was “Rites of Passage,” a story about a woman of 
Japanese descent and the comparison of her education to her grandmother’s during World 
War II. The digital story is 3 min. and 52 sec. long. The storyteller uses her love of 
education and her education experience to inform the audience of her grandmother’s 
unique education experience as a Japanese American graduating from a concentration 
camp high school. The persuasive intention of this digital story is to value education. The 
story’s modes are video, audio in the form of music and a narrator speaking, and text. 
The video can be viewed at https://www.youtube.com/watch?v=cCSWMOylwBI. The 
videos have a similar call to action and both videos discuss issues related to family and 
cultural values.   
Participants 
 As digital storytelling is popular with younger generations and those who are 
familiar and comfortable with technology, a sample of college-aged adults was used to 
examine the digital story perceptions. These adults are an important segment of the 
general audience of digital storytelling and creators of digital stories, and testing them 
could provide insight into digital storytelling persuasion.  
 The sample was compiled of young adults between the ages of 18-26, specifically 




English proficiency was another limiting factor because subjects had to be able to read 
and understand the survey and transcribed stories. Subjects were asked to confirm that 
they were within the eligible age range and were proficient in English before taking the 
survey.  
In total, 102 college-aged young adults participated in the experiment. All 
participants were in the specified age range and confirmed a level of English proficiency. 
Fifty-eight participants were female and 41 participants were male. Three participants 
denied answering the question. Participants were also asked to share what’s their highest 
level of education. Fifty participants had completed high school or earned a GED, while 
25 participants had completed a bachelor’s degree. The remaining participants had 
completed a technical degree (1 participant), an associate’s degree (16 participants), or a 
master’s, doctoral, or professional degree (7 participants). Three participants denied 
answering the question. 
The 102 participants were assigned randomly to one of the four experiment 
conditions. Condition 1 had 26 participants. Condition 2 had 25 participants. Condition 3 
had 26 participants. Condition 4 had 25 participants. In other words, 54 participants 
responded to a transcribed script of the digital story without multimedia presentation and 
48 participants responded to a digital story with multimedia presentation. Of the 102 
participants, 52 received the message of the digital story “Take” and 50 received the 
message of the digital story “Rites of Passage.”  
These subjects represented a non-probability convenience sample. This sample is 
not representative of the general population. As this is an early study, the smaller sample 




further studies. The pioneer study can usually identify testing logistics of the experiment 
and gather information that could be used in a subsequent study. 
Procedures 
Participants were recruited by word-of-mouth, by email and through social media. 
University of Wyoming classrooms, Facebook and Twitter were all mobilized for 
recruitment.  
After being recruited, each participant was sent a link to the online survey and 
they could take the survey at their own convenient time. Participants were only able to 
complete the survey once. The online survey tool tracked participants’ progress and 
disallowed returning participants from taking the survey more than once. 
The survey instrument is included in Appendix A. The list of questions was 
developed based on past research, the hypotheses proposed, and the digital stories topics. 
Participants were given detailed instructions and were asked to complete an 
electronic informed consent form first. The wording of the consent is included in 
Appendix B. After giving consent, the participant was informed how the research would 
be used. 
Then a pre-stimuli survey generic for each condition was presented. Three 
screening questions were used at the beginning of the pre-stimuli survey to ensure 
participants were in the correct age range and were proficient in English. No other 
excluding factors were used; meaning subjects were not excluded based on gender, 





Following the pre-stimuli survey, the participant was randomly assigned to one of 
the four conditions to assure equal group numbers for the four conditions. The Kwik 
Survey tool was programmed to randomly assign participants. The participant then read a 
script or watched a video and then completed the post-survey. 
Measures 
Manipulation checks. The post-stimuli survey included three questions designed 
as manipulation checks and one question designed to ensure the participant have viewed 
or read the digital story. The two manipulation check questions were: 1) Were you able to 
watch/read the story in its entirety? 2) What was the story about? and 3) Was the story 
narrated by a man or a woman? These questions assisted the researcher in checking 
whether participants were exposed to the digital story in its entirety. 
Transportation index. The first set of statements included in the surveys was 
borrowed from Green and Brock (2000) in their research on transportation in personal 
persuasive narratives. Green and Brock’s Transportation Scale (2000) allowed the 
participant to rate how the story influenced them emotionally, how well the participant 
related to the story characters, how easily the participant paid attention to the story, and 
how persuasive the story was to the participant. Twenty-three transportation index 
questions measured the concept of coherence and fidelity, which is the key concept 
included in H1, M = 50.30, SD = 8.91, ∝ = .89. A narrative with quality coherence and 
fidelity can increase the story’s persuasive intent and work to convince the audience of 
the story’s call to action. Several statements from Green and Brock’s scale also measured 
persuasiveness, such as “the events in the digital story have changed my life” and “this 




testing of the hypotheses on whether multimodalities are effecting persuasion in digital 
stories. See Appendix A for the specific items in the transportation index.  
Issue interest change score. The survey included a series of questions on issue 
interest where participants were asked to rate on a 5-point Likert scale (not important at 
all to very important) how important various issues are to their country. Issues in the 
questionnaire include poverty, family values, education, diversity education, and racism. 
The same questions were included in the posttest, as a way to quantitatively find out 
whether participants changed their rating on an issue. Thus, an issue interest change score 
was calculated by subtracting the pretest score from the posttest score for each issue. The 
change score was used in the analyses to measure H2, which states that a personal 
narrative digital story presented in multimedia format would be more likely to persuade 
an individual to believe that the story’s main issue is more important than the same story 
presented without a multimedia format. See Appendix A for specific issue interest items. 
Persuasive participation index. A second set of statements related to persuasive 
participation was included in the survey to more specifically address the persuasive 
nature of the stories used in the study. Rating such persuasive participation statements as 
“the story made me want to spend more time with my family” and “the story made me 
want to learn more about history” allowed the researcher to test whether the participants 
noticed what was intended to be the persuasive nature of the stories and whether the story 
encouraged participants to be moved to action in some way. Seven items were included 
in this index, M = 3.07, SD = .82, ∝ = .91. For a list of all of the items in the index, please 





Chapter 4. Results 
The manipulation check questions were analyzed first. All 102 participants 
reported being able to read the script or watch the video in its entirety. Fifty-one 
participants assigned to the message “Take” and 51 participants assigned to the message 
“Rites of Passage” correctly identified what the story was about. The 50 participants 
assigned to a video digital story correctly identified that the story was narrated by a 
woman. Thus, there were no problems with participants processing the stimuli messages. 
Before conducting statistical tests on the two hypotheses, the two stimuli 
messages – “Take” and “Rites of Passage” – were compared to ensure there was no 
significant difference on important variables. To do this, the researcher started with a test 
of variance to compute the differences among means on the dependent variable of the two 
stimuli messages (i.e., “Take” and “Rites of Passage”). Four analyses of variance tests 
were conducted on the independent variable of the two stimuli messages compared to the 
dependent variables of: transportation index, issue interest, persuasive participation 
index, and engagement with the format or mode (e.g., script or multimedia video). This 
series of ANOVA tests showed no significant differences among any of the conditions. 
Please refer to Table 1 for exact means, standard deviations and ANOVAs. This means 
that the two messages (i.e., “Take” and “Rites of Passage”) were not significantly 
different in terms of transportation, interest, persuasion, and engagement. Thus, in 
hypothesis testing, the same format/mode messages were combined. That is, both scripted 






Table 1  
Means/Standard Deviations/ANOVAs of All Four Conditions on Key Variables of Interest 
 Condition  









Index 49.10/8.23 50.26/10.32 52.81/9.97 49.08/6.68 
F(3, 97) = .98, 
p = .41 




3.11/.76 3.06/1.06 3.05/.79 3.06/.66 F(3, 98) = .03, p =.99 
Format/Mode 
Engagement 2.27/.60 2.52/1.05 2.42/.81 2.36/.70 
F(3, 98) = .44, 
p = .73 
Note. Means are listed first, standard deviation second, then ANOVA. The “Take” script 
and “Rites of Passage” script each had 26 participants. The “Take” video and “Rites of 
Passage” video each had 25 participants. There were no significant differences among 
any of the conditions. Thus, in hypothesis testing, messages with the same format/mode 
were combined. That is, both scripted messages were combined and both video messages 
were combined. 
 H1 predicted that a personal narrative digital story presented in multimedia format 
would be more likely to promote story coherence and fidelity than the same story 
presented without multimedia format. Coherence is when the story works well and makes 
sense to the audience, while fidelity in a story works to coincide with the audience’s 
values and make a strong impact on the audience.  
Twenty-three statements for the transportation index were added to obtain the 
index score ranging from one to 23. Then a one-way ANOVA was conducted on the 
transportation index scale across two groups, with Group 1 as the scripted messages and 




combined for testing because there was no significant difference among the conditions. 
Results from this analysis of variance showed that there was no significant difference 
between the video format or mode (M = 49.67, SD = 8.62) and the written script format 
or mode (M = 50.92, SD = 9.23), F(1, 99) = .493, p = .484. 
H2 predicted that a personal narrative digital story presented in multimedia format 
would be more likely to persuade an individual to believe that the story’s main issue is 
more important than the same story presented without a multimedia format.  
In a test of H2, seven issue interest change scores were tested in seven separate 
ANOVAs, with the dependent variable of the issue interest change scores and the 
independent variable of the condition (i.e., the four distinct conditions). There were no 
significant differences in all seven of the issue interest change scores by condition. Please 
refer to Table 2 for exact means, standard deviations, and ANOVAs. 
In another test of H2, an ANOVA was conducted on the dependent variable of the 
persuasive participation index and the independent variable of format or mode across two 
groups, with Group 1 as the scripted messages and Group 2 as the video messages. As 
noted, the messages with the same format/mode were combined for testing because there 
was no significant difference among the conditions.  Seven statements were added up in 
the persuasive participation index with the value ranging from 1 to 7. The results from 
this test showed there was no difference in persuasive participation index between the 
video format or mode (M = 3.06, SD = .87) and the written script format or mode (M = 







Means/Standard Deviations/ANOVAs of All Four Conditions on Issue Interest Change 
Scores 
 Condition  








Poverty -.04/.74 -.04/.84 .08/.84 -.28/.74 F(3, 98) = .86, p = .46 
Family 
values -.08/.90 -.04/.61 .04/.82 .08/.40 
F(3, 98) = .16, 




.15/1.05 .00/.76 .12/.43 -.28/.94 F(3, 98) = .97, p = .24 
Foreign aid 
to Israel  .08/1.02 .28/.61 .08/.56 .08/.70 
F(3, 98) = .46, 
p = .71 
Racism .15/.46 -.08/.81 .08/.69 .04/.61 F(3, 98) = .56, p = .64 
Diversity 
education .15/.73 .00/.82 -.02/.78 -.08/.86 
F(3, 98) = .73, 





.08/.79 -.08/.86 .31/.79 .20/.82 
 
F(3, 98) = 
1.06, p = .37 
Note. Means are listed first, standard deviation second, and then ANOVA. The “Take” 
script and “Rites of Passage” script each had 26 participants. The “Take” video and 
“Rites of Passage” video each had 25 participants. There were no significant differences 










Chapter 5. Discussion 
 The purpose of this study was to determine if personal narrative digital 
storytelling relies on the effectiveness of multimodal choices and to what extent 
multimodal choices influence persuasion in digital storytelling. As noted in the results 
section, there was no significant relationship between textual choices and multimodal 
choices in the persuasion effect of a digital story. Overall, the results of the study did not 
support the hypotheses. In other words, the results noted a lack of importance of format 
or multimodal choices in the persuasion power of digital storytelling.  
 Participants in the study did not find that the format of the digital story – story 
presented in multimedia format or story presented in script format – made a significant 
difference in terms of persuasion. In other words, content, or the story’s narrative or 
script, presented in different formats or modes were given equal weight in terms of their 
persuasive value when participants who viewed a digital story in multimedia format were 
asked if the content – narrative or script – of the digital story was persuasive and if the 
format – multimodalities used – in the digital story was persuasive (i.e., content 
persuasion M = 2.79, format persuasion M = 2.45). Participants assigned to a script of the 
digital story were also asked if the content – narrative or script – of the digital story was 
persuasive (M = 2.62). In terms of engagement, 59% (N = 102) of participants reported 
that the story kept them engaged (M = 2.39). These additional details may help to explain 
why the study has no significant results.   
These findings were interesting, as 89% (N = 102) of survey participants reported 
that visuals help them to remain “very engaged” or “engaged” during a presentation. 




video as the most effective mode, followed by audio in the form of the narrator speaking. 
For participants assigned to a script of a digital story, 77% (N = 48) participants noted 
they would add video or audio to the transcribed script.  
Interestingly, while the participants reported wanting visuals to increase 
engagement, there was still no difference in level of engagement between participants 
who watched a digital story and participants that read a transcribed script of the digital 
story. This may suggest that the sample of college-aged adults may have been overly 
stimulated by pervasive and professionally-produced power messages and need messages 
with strong action calls and special effects to get engaged and entertained.  
The following comments from the participants can testify this effect. One 
participant said about the engagement of the digital story “Take” in multimedia format,  
“I would have been more passionate about the experience I was trying to narrate. I would 
have captured more dynamic video. After three weeks there all she got was the same 
video of people standing around.” Another viewing the same story said, “Not very 
appealing to my eye. I hoped for more.” In reference to the digital story “Rites of 
Passage,” the third person said, “I found the narration a little stilted. I would have 
preferred a smoother delivery of the text. I also wasn't sure whether the written text 
enhanced or detracted from the emotional impact of the visuals. I think it might have 
been even more effective with just one or the other.”  
In other words, the digital stories made by amateur storytellers may not have 
made a strong impact on the participants because of the lower quality and lack of 




In today’s society, we are constantly exposed to many different messages. We 
might have become less sensitive to messages’ persuasion, in whatever condition, either 
in the script format or the multimedia format. While the story may have been informative 
or entertaining, the story’s call to action was not strong enough for the majority of 
participants to pinpoint it.  This difficulty in pinpointing the persuasive intent of the story 
was actually noted in comments made by participants.  One participant said, “She had no 
overall message, nothing her readers can walk away with changed. Not that all stories 
need a call to action, but I finished that saying, ‘Hm. Good for her.’ Not ‘Wow! I need to 
save that.’” Another participant noted, “I did not find the story to be trying to persuade 
me of anything. It was an interesting narrative that makes you think, but I didn't think it 
had a strong call to action or ask of any sort.” The third participant said, “I would have 
made it more clear what it was trying to persuade.”    
Numerous comments – similar to those above – noted that the story did not have a 
specific call to action. One of the survey question was “What would you change about the 
story?” Some participants said they would have included a spoken call to action that 
would have given them a specific avenue to act upon. The simplicity and subtlety of the 
call to action normally used in personal narrative digital stories was missed by the 
participants. The majority of participants found the story to just be a story. There seemed 
to be little intake on what the purpose of the story’s message was.  
These two digital stories were chosen for their non-controversial nature. However, 
it might also work against the purpose of the study in terms of identifying the effect of 
persuasion because participants were less likely to get excited and interested in the 




story. The study showed that the participants were in general disinterested or neutral on a 
scale of 1 – Very Disinterested to 5 – Very Interested (M = 2.85) when asked how 
passionate or interested they were in the topic of the story. While 30 N % (= 102) of 
participants did report being interested or very interested in the topic of the story, about 
69% reported being neutral, disinterested or very disinterested in the topic.  
Conclusion 
In this study, the researcher conducted an experiment to examine how effective a 
personal narrative digital story is in terms of persuasion. Previous research noted the 
effectiveness of the mode of visuals in storytelling, and visual messaging has shown to 
make persuasive themes become more noticeable for audiences (Gurri et al., 2010; 
Parkinson, n.d., para. 1). In addition, engaging a person’s five senses has been found to 
increase engagement and retention of story content and to encourage persuasion (Edit 
Foundry, 2011; Lalwani et al., 2009;). As noted in the literature review, the human 
communication theory of narrative paradigm focuses on the elements of the human 
communication and examines the effectiveness of a narrative (Dainton & Zelley, 2004). 
The theory argues that the most persuasive messages come from a narrative that 
convinces an audience through the story’s coherence and fidelity (McGrath & Donachie, 
2011). Through this theory, multimedia can enhance how audiences find and perceive 
coherence and fidelity in stories. The narrative paradigm theory and the idea that 
“persuasive themes come alive through visual content” (Gurri et al., 2010, p. 104) drive 
this research study.  
Based on previous research that has identified multi-modes as an effective and 




narrative digital stories presented in a multimedia format were more persuasive than the 
same digital story without a multimedia format. However, no significant differences were 
found between the video digital story format and the script digital story format in this 
study’s hypotheses testing.  
 One reason the results of the study’s hypotheses testing may have been 
insignificant may be the non-controversial and less-known topics of the digital stories. 
The sample, American college-aged students, was not very familiar with other cultures 
and tended to be more interested in things that are close to them either in terms of 
geographical distances or in terms of cultural proximity. Tanzania and Japan story topics 
might not be as appealing as the stories on European and Western topics. Lack of interest 
could lead to missing the subtle part of the persuasion in these stories. While these digital 
stories were chosen specifically to avoid personal bias towards the stories, it could also 
introduce distance between the participants and the topic so that the participants did not 
pay enough attention to the story for the entire time length of the story.  
H1 is about the coherence and fidelity of the message, and H2 is about 
effectiveness of the message. In order for a story to effectively promote coherence, 
fidelity and effectiveness, the story needs to speak to the audience’s core values and 
allow the audience to relate to the external world (McGrath & Donachie, 2011). Using 
these topics to test coherence, fidelity and effectiveness may have decreased the 
likelihood that the participants could easily relate to the story topics. For example, the 
study tested the sample’s perception of seven issues before and after the exposure to the 
digital stories. These seven issues may have had too weak a relationship with the values 




The seven issues were: poverty, family values, helping African war zones, providing 
foreign aid to Israel, racism, diversity education, and awareness of different generational 
values. These issues did not resonate with the sample of American college-aged students 
even through the digital stories promoted these values. This suggests that the issues 
included in the study were not important to the participants and that the values in the 
digital stories were not ones that the participants were familiar with or able to relate to. 
Using more familiar and interesting topics for the American college-aged students 
recruited in the study may have enabled the audience to better understand the values 
embedded in the story and to have a stronger reaction the multimedia digital stories 
compared to the script digital stories.  
The narrative paradigm theory noted that narratives can be highly persuasive and 
work effectively on individuals (Thompson & Haddock, 2011). However, in order for the 
narrative to persuade individuals, individuals must be able to be transported into the story 
through a distinct mental process (Green & Brock, 2000). The success of narrative 
persuasion has been attributed to the mental and visual journey the audience takes into 
the story. This mental journey into the story depends heavily on the content, or the script 
of the story (Gurri, Denny, & Harms, 2010).  
Thus, the more neutral content of the digital stories used in the study may not 
work to the extent to immerse the participants into the digital stories. If the participants 
were unable to feel engaged with the story because of the neutral content of the digital 
stories, even the multimedia format could not save the digital stories in making a 
difference on persuasion. A more controversial narrative may have made the audience 




participants find the multimedia digital stories more effective and persuasive than the 
script digital stories.  
Limitations and Future Research 
 Limitations to this study include the use of a sample of college-aged adults. While 
this audience is familiar with digital storytelling and comfortable with the digital 
technology, it is also possible that they are overly familiar with professional digital 
messages. This can be problematic for the study, as the over exposure to professional-
produced messages can make them more critical of the quality of the message and less 
likely to be easily persuaded.  
 Another limitation to the study involves the sample of college-aged adults and the 
survey questions related to the importance of issues to the participant’s country. As noted 
in the results section, there was no significant change for participants from the pretest to 
the posttest on the issue stands. This made the researcher suspect whether the young age 
of these adults had something to do with stands on issue. Younger adults may be less sure 
of where they stand on issues related to their country or may have less knowledge of the 
issues. A future study should use a sample of older adults with a more firm view of these 
issues. In addition, further research using different age groups may build age as a control 
variable and identify the age’s influence and provide new insight into the role of 
multimodal choices in digital stories.  
 Finally, as the study did not have significant findings in relation to the proposed 
hypotheses, a possible reason may be the selected stimuli of the digital stories. As 
mentioned, the non-controversial and less-known story topics were specifically selected 




against the testing of the hypotheses because the stories may not be engaging enough 
amongst the participants and the participants had difficulty noting the persuasive intent of 
the story. Further research using digital stories discussing more controversial topics may 
increase the likelihood that the audience finds the story persuasive and engaging. Or for 
the future study, researchers should first test the digital stories’ engagement level first. 
After the engagement level of the digital level reached a mark of satisfaction, the 
researchers can move on to test the persuasiveness.   
While the study did not identify the significant persuasion effect from the story 
presented in the multimode format, the values of the study may be that testing persuasion 
in an experiment setting might involve more than the four conditions’ planning. It 
involves testing the story’s topics such as the cultural distance, the subjects’ ages, and 
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How old are you?    _______________ 
Do you speak and read English fluently? ___________________ 
Are you a United States citizen? _______________________ 
On a scale of 1 (VERY ENGAGED) to 5 (VERY UNENGAGED), do visuals help 






What does the term “digital storytelling” mean to you? Please provide an example. 
 
On a scale of 1 (NOT IMPORTANT AT ALL) to 5 (VERY IMPORTANT), how 










___Accessibility of health care 
___Social security 
___Medicare and Medicaid  
___Mental health and crime 
___Veterans’ issues 
___Helping African war zones  






___Awareness of different generational values 
What is your gender? 
__Female 
__Male 











What is the highest level of education you have completed? 
__Middle school 
__High school or GED 
__Technical degree or training 
__Associate’s degree 
__Bachelor’s degree 
__Master’s, doctoral, or professional degree  
Post-Stimuli Test (Digital Story Variable) 
Were you able to see and hear the video? 
____Yes 
____No 
*Skip logic if answer No to end of survey. 
Please take a minute to write your thoughts, feelings, and comments about the video 
you just watched. Please note any memorable moments. 
 
 
What was one part of the digital story that stuck out to you? Why? 
 
 






What was the digital story about?  
__An educated woman learns her grandmother graduated from high school twice 
__A man compares the lives of impoverished residents of a city in the Philippines to the 
lives of rich residents in developed countries  
__ An ethnographer travels to Tanzania to meet her childhood pen pal 
__ A man tells his personal story of homelessness through the use of sofas 
___Other: You may write out what you think the script was about here if you disagree 
with the above the summary of the script. 




On a scale of 1 (NOT IMPORTANT AT ALL) to 5 (VERY IMPORTANT), how 






___Outsourcing of jobs 
___Accessibility of health care 
___Social security 




___Mental health and crime 
___Veterans’ issues 
___Helping African war zones  






___Awareness of different generational values 
You are the head of a charitable foundation tasked with the responsibility of 
providing funding to community causes/organizations that are important to you. 
Rank the following organizations in order from 1 to 10, with 1 (HIGHLY LIKELY 
YOU WOULD PROVIDE MONEY TO THIS ORGANIZATION) to 10 (NOT 
LIKLEY YOU WOULD PROVIDE MONEY TO THIS ORGANIZATION). 
___Youth Crisis Center 
___Local Homeless Shelter 
___American Family Association 
___World War II Memorial Museum 
___Women Fund Tanzania 
___Disaster Relief Organization 





___Local Animal Shelter  
___Salvation Army 
On a scale of 1 (STRONGLY DISAGREE) to 5 (STRONGLY AGREE), please rate 
how you feel about the following statements: 
___I was mentally involved in the digital story when I was watching it. 
___After the end of the digital story, I found it easy to put it out of my mind. 
___I wanted to learn more about the story after the video ended. 
___The digital story affected me emotionally.  
___I found my mind wandering while watching the digital story. 
___The events in the digital story are relevant to my everyday life. 
___The events in the digital story have changed my life. 
___While watching the digital story, I had a vivid image of the characters. 
___I became emotionally involved in the digital story while I was watching it. 
___When the program ended, I felt like I come back to “reality” after a journey. 
___I understood the reasons why the characters did what they did. 
___My body was in the room, but my mind was in the world created by the digital story. 
___I felt I was in the world the film created. 
___I forgot my own problems and concerns during the digital story. 
___I had a hard time keeping my mind on the digital story.  
___It was difficult to understand why the characters reacted to situations as they did. 
___The digital story-generated world was more real or present for me than “reality.”    
___This digital story was influential on me. 




___I never really shared the emotions of the characters. 
___I could easily follow the actions and events. 
___I had to work to stay focused on the story. 
___This digital story was persuasive to me. 
 
On a scale of 1 (STRONGLY DISAGREE) to 5 (STRONGLY AGREE), please rate 
how you feel about the following statements: 
___The digital story made me want to talk to my family members more about their life 
history and experiences.  
___The digital story made me want to spend more time with my family.  
___The digital story made me want to explore different cultures outside of my country. 
___The digital story made me want to establish relationships with people from different 
countries. 
___The digital story made me want to explore my genealogy and heritage. 
___The digital story made me want to learn more about history. 
___The digital story made me feel more accepting of different cultures and backgrounds. 
On a scale of 1 (VERY PERSUASIVE) to 5 (VERY UNPERSUASIVE): was the 
content of the digital story persuasive? (Content could be thought of as the narrative 













What modes did the digital story use as its format? (Check all that apply.) 
___Audio in the form of background music 
___Audio in the form of sound effects 
___Audio in the form of a narrator speaking 







On a scale of 1 (NOT AT ALL EFFECTIVE) to 5 (VERY EFFECTIVE), how 
effective were the following modes to the digital story?  
___Audio in the form of background music 






On a scale of 1 (VERY PERSUASIVE) to 5 (VERY UNPERSUASIVE): was the 
format of the digital story persuasive? (Format could be thought of as the modes or 






What made the format persuasive or unpersuasive? 
 





___Completed unengaged  
What was one part of the story that stuck out to you? Why? 
 
 






On a scale of 1 to 5, please rate how you feel about the following question: with 1 
being VERY DISINTERESTED and 5 being VERY INTERESTED: 
1 – Very Disinterested 2 – Disinterested 3 – Neutral 4 – Interested 5 - Very 
Interested  
How passionate or interested were       1       2     3   4  5  
you in the topic of the digital story? 
  
Have you viewed this digital story before? 
___Yes 
___No 
Post-Stimuli Test (Narration Transcription Variable) 
Could you read the story? 
___Yes 
___No 
*Skip logic if answer No to end of survey. 
Please take a minute to write your thoughts, feelings, and comments about the script 
you just read. Please note any memorable moments. 
 
 
What was one part of the story that stuck out to you? Why? 
 
 




__ A man compares the lives of impoverished residents of a city in the Philippines to the 
lives of rich residents in developed countries 
__ An educated woman learns her grandmother graduated from high school twice 
__An ethnographer travels to Tanzania to meet her childhood pen pal 
__A man tells his personal story of homelessness through the use of sofas  
__Other: You may write out what you think the script was about here if you disagree with 
the above the summary of the script. 
 
 
On a scale of 1 (NOT IMPORTANT AT ALL) to 5 (VERY IMPORTANT), how 






___Outsourcing of jobs 
___Accessibility of health care 
___Social security 
___Medicare and Medicaid  
___Mental health and crime 
___Veterans’ issues 










___Awareness of different generational values 
 
You are the head of a charitable foundation tasked with the responsibility of 
providing funding to community causes/organizations that are important to you. 
Rank the following organizations in order from 1 to 10, with 1 (HIGHLY LIKELY 
YOU WOULD PROVIDE MONEY TO THIS ORGANIZATION) to 10 (NOT 
LIKLEY YOU WOULD PROVIDE MONEY TO THIS ORGANIZATION). 
___Youth Crisis Center 
___Local Homeless Shelter 
___American Family Association 
___World War II Memorial Museum 
___Women Fund Tanzania 
___Disaster Relief Organization 
___CrossRoads Anti-Racism Organization 
___Invisible Children 





On a scale of 1 (STRONGLY DISAGREE) to 5 (STRONGLY AGREE), please rate 
how you feel about the following statements: 
___I was mentally involved in the story while I was reading it. 
___After the end of the story, I found it easy to put it out of my mind. 
___I wanted to learn more about the story after I finished reading it. 
___The story affected me emotionally.  
___I found my mind wandering while reading the story. 
___The events in the story are relevant to my everyday life. 
___The events in the story have changed my life. 
___While reading the story, I had a vivid image of the characters. 
___I became emotionally involved in the story while I was reading it. 
___When the story ended, I felt like I come back to “reality” after a journey. 
___I understood the reasons why the characters did what they did. 
___My body was in the room, but my mind was in the world created by the story. 
___I understood the reasons why the characters did what they did. 
___I felt I was in the world the story created. 
___I forgot my own problems and concerns during the story. 
___I had a hard time keeping my mind on the story.  
___It was difficult to understand why the characters reacted to situations as they did. 
___The story-generated world was more real or present for me than “reality.”    
___This story was influential on me. 
___I was never really pulled into the story.  




___I could easily follow the actions and events. 
___I had to work to stay focused on the story. 
___This story was persuasive to me. 
On a scale of 1 (STRONGLY DISAGREE) to 5 (STRONGLY AGREE), please rate 
how you feel about the following statements: 
___The story made me want to talk to my family members more about their life history 
and experiences.  
___The story made me want to spend more time with my family.  
___The story made me want to explore different cultures outside of my country. 
___The story made me want to establish relationships with people from different 
countries. 
___The story made me want to explore my genealogy and heritage. 
___The story made me want to learn more about history. 
___The story made me feel more accepting of different cultures and backgrounds. 
On a scale of 1 (VERY PERSUASIVE) to 5 (VERY UNPERSUASIVE): was the 





__Very unpersuasive  











___Completed unengaged  
 
What visuals came to mind as you read the story? 
 
On a scale of 1 (VERY PERSUASIVE) to 5 (VERY UNPERSUASIVE): was the 
format of the story persuasive? (Format can be thought of how the story was 





__Very unpersuasive  
What was one part of the story that stuck out to you? Why? 
 
 












On a scale of 1 to 5, with 1 being VERY DISINTERESTED and 5 being VERY 
INTERESTED: 
1 – Very Disinterested 2 – Disinterested 3 – Neutral 4 – Interested 5 - Very 
Interested  
How passionate or interested were       1       2     3   4  5  
you in the topic of the digital story? 
 














Researcher: Caitlin White, University of Memphis Graduate Student 
This is a consent form for research participation.  It contains important information 
about this study and what to expect if you decide to participate. Your participation is 
voluntary. Please consider the information carefully.  
Purpose:  This study is being conducted to examine how and why digital storytelling is a 
persuasive tool. The findings will be reported in a master’s thesis for the University of 
Memphis.      
Procedures/Tasks:  If you decide to participate, you will be asked to complete two brief 
surveys and either read a script or watch a video. The surveys should take about 15-20 
minutes. You may leave the survey at any time. If you decide to stop participating in the 
study, there will be no penalty to you.  
Risks:  This study does not involve any more than minimal risk to the participant. In 
other words, there are no harms or discomforts beyond what is ordinarily encountered in 
daily life or during the performance of routine psychological tests. 
Confidentiality: Your survey results will not include identifying information. All data 
and paperwork from the study will be kept secured by the researcher for the duration of 
the study. 
Freedom of Consent: Your participation is voluntary. You may refuse to participate in 
this study without penalty or loss of benefits to which you are otherwise entitled. If you 




penalty or loss of benefits.  By agreeing to participate, you do not give up any personal 
legal rights you may have as a participant in this study. 
An Institutional Review Board responsible for human subjects research at the University 
of Memphis reviewed this research project and found it to be acceptable, according to 
applicable state and federal regulations and university policies designed to protect the 
rights and welfare of participants in research. 
For questions concerning subject’s rights, contact Jacqueline Y. Reid, Administrator for 
the Institutional Review Board for the Protection of Human Subjects at the University of 
Memphis via email at irb@memphis.edu or by phone at 901-678-3074. 
Contacts and Questions: 
For questions, concerns, or complaints about the study you may contact Caitlin White at 
(307) 630-1965 or caitlin.white.33@gmail.com. 
Signing the Consent Form 
I have read this form and I am aware that I am being asked to participate in a research 
study. I have had the opportunity to ask questions and have had them answered to my 
satisfaction. I voluntarily agree to participate in this study. I am not giving up any legal 
rights by signing this form.  I was given the opportunity to obtain a copy of this form. 
 
 
 
 
 
 
